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Clear Channel Communications, Inc.
2000 Shareholder Report
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How many ways has Clear Channel reached | you today?
Have you hstened to the radio? On yout commute have you seen ou
dispiays? Have you atteuded live entertainment events - concerts; th

sports or famﬂy performances? Have you watched television? Ha you

used the Intemet to purchase concert tickets or view your favorite radm
: stauon Webszte? Much f ‘What you see-and hear each day is brotight to

~-Financial Highligh




£ ULLARCHANNEL | FINANCIAL HIGHLIGHTS

In millions of dollars, except per share data

l:let Reveniie

2000 ————————————
1999
1998
1997 v
1996 &=

1995

After Tax Cash Flow *

2000 =——————t————
1999 s

1998 s
1997 s
1996
1995

Netrevenue
. Operating cash flow! .-

"ERITDA?

After tax cash flow?

‘j .Afﬁer tax cash flow p'e'r' share :5",”.

Defined as opgréﬁng cash flow less corporate expenses

Defined as dilted net incortie be

$5,345.3
2,678.2
1,350.9
697.1
351.7
250.1

$1,282.0

752.8
381.6
192.7
101.6

68.2

Operating Cash Flow !

2000 =——————— 51 B64.6
1999 1,046.0
1998 583.7
1997 302.7
1996 wse 153.4
1995 e 112.6
After Tax Cash Flow Per Share ¢

2000 ———————— $2.78
1599 s s 2.24
1998 1.53
1997 1.05
1996 s .68
1995 A9
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4 CLEARCHANNEL | LETTER TO SHAREHOLDERS

Dear Fellow Shareholders,

I am pleased to report that Clear Channel Communications posted record financial performance in 2000. The
past year was an exceptional one for our Company. We enjoyed continuing operating success in our core
businesses. We closed the acquisitions of AMFM and SFX Entertainment, key components to our Company’s
long-term strategic direction, and continued our expansion in the United States and overseas. We have created
a platform of highly complementary media and entertainment assets that we believe is unparalleled, one that
will provide new and innovative ways for our clients to market their products and services and continued
growth for our Company.

The theme of this year's shareholder report is “reach.” Clear Channel reaches many of you each and every
day. Whether it is through one of our radio or television statiens, outdoor displays, live entertainment events
or websites, you have most likely seen or heard us today. The combination of our Company'’s media and live
entertainment assets positions us to help our clients reach their customers with a range of products at the local,
regional and national levels.

Financial Overview

During 2000, after tax cash flow per share, the most important measure of our Company's financial performance,
increased 24% from $2.24 in 1999 to $2.78 in 2000. We reported the best year in our Company’s history with
net revenues of $5.3 billion, up 100% over 1999, and operating cash flow of $1.9 billion, an increase of 78% over
1999. We are proud of this performance which was the result of the strength of our managers and employees,
the strong growth characteristics of the industries in which we operate and our financia! discipline.

Our Operating Divisions

We are committed to a decentralized and flexible operating structure allowing our managers within each
business unit and operating division to be entrepreneurs. Our record of superb operating performance
proves that this structure, coupled with the best managers in the industry, is successful. Our managers have
demonstrated the ability to grow revenues and operating cash flow internally. We have suppiemented this
growth with strategic investments during 2000. Most importantly, we completed the acquisition of AMFM
creating a national radio footprint. We now broadcast in 88 of the top 100 markets and take to the airwaves in
all 50 states. Qur acquisition of SFX Entertainment allows us to take advantage of the natural synergy between
radio and live music events and to gain immediate leadership in the highly attractive live entertainment
industry. We also invested in additional radio and outdoor advertising assets to continue to strengthen our
clusters and markets.
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Radio

Our radio division had a very strong year of internal growth, benefiting from a robust advertising market and
superior management at the local level to record double-digit revenue and operating cash flow growth on a
year-over-year basis. In addition, our radio clusters outperformed our peers in the markets we serve during
2000. The combination of our broad portfolio of radio and other media and entertainment assets with
AMFM's portfolio of well-clustered, well-managed and highly rated radio operations gives our Company the
programming, management and distribution resources to best serve the needs of advertisers in an exciting
and growing marketplace. The national footprint created by the AMFM acquisition in August 2000 makes
our Company the only radio company able to deliver targeted messages for specific audiences to advertisers
on a local, regional and national basis. The acquisition of SFX created opportunities for additional revenue
streams from cross-selling and cross-promotion between the radio and entertainment divisions.

Outdoor

During 2000, our outdoor advertising division generated year-over-year double-digit revenue and operating
cash flow growth. Outdoor advertising, similar to our radio division, benefited from a strong advertising
market. The outdoor renaissance that we frequently speak about continued with the entrance of new
advertisers to the medium and consolidation economics as we filled out our international markets with
“tuck-in" acquisitions. We entered eight additional countries during 2000 giving us an outdoor advertising
presence in 43 countries outside the United States. We now operate approximately 700,000 outdoor
displays worldwide including bulletin boards, poster panels, wallscapes and street furniture displays.
Outdoor advertising continues to he viewed as a high-quality, low-cost method for advertisers to reach
their customers.

Ten-Year Commdn Sfock Performanc

91



In August 2000, we acquired SFX Entertainment adding a new component to the mix of markeﬁhg' solutions
- our clients can utilize to reach their customers. SFX, known throughout the world for concert events, 1§
more than music. Our entertainment dmsmn produces, promotes and resents events in music, theatre,
S family entertainment and motor sports. We consider this acquisition and our entry into live entertamment: .
10 be a natural extension of our existing radio operations and a critical part:of our long-term strategy.. We
. made significant progress in the mtegratmn of SFX o peranons and successfully shlfted its :

an aggregator of assets to an operator., Ou: live "~
- entenammem division coupled with our other STRATEGIC DIRECTION
- media assets gwes our Company a deep breadth:

R I AR .. Our Company continues to be committed to its proven
" of resources- in- management. programming’ corporate strategy:

e and dlsmbutlon._ Ultunately. this: will allow;
. ‘us to leverage our combined marke i
-+ promotional strength to help our custorners sell:
thexr products and semces :

* Decentralized, flexible, entrepreneurial business units
that place an emphasis on simplifying structures and
procedures,

* Sound, centralized financial management,

» Growth through internal expansion of existing
operations supplemented by strategic acquisitions,

* Internal capital investment to improve quality and
market leadership,

* Insistence on adherence to the highest standards of
integrity and business conduct, and

+ Significant attention to long-term strategic planning. -

' As'2001 begins, we look forward-to continued
- leadership in the markets we serve z
- media and entertainment industries :Webeheve
. we have combined aunique and complementary: -
set of media and entertainmient assets in a -
_platform that wﬂI prowde enhanced marketmg .
- _","'soiutxons for our clients .and: 4allow U5 T 'ireach; :
" our long-term goal of achieving growth well nto”
- the futare for our sha.reho!de :

" To the over 55, 000 members of our team who made this year's successes possﬂ e,

""f-}’#

Chaurman and Chxef Executlve Oﬂicer o
February 26, 2001 '




(CLEAR CHANNEL | QUESTIONS. AND ANSWERS

Mark Mays | President and Chief Operating Officer

- reach this increasingly mobile soc1ety is fairly constant. This enables out—of—home
- efficient advertising conduits for our advertisers to reach their end consumers relau et
. alternatives. Uniike in-home media, radio, outdoor and live entertainment events.can i
in :he consumers mind closest to the pomt of sale. We beheve this trend wﬂi

- earnings. The proposed statemem ls expected to be ﬂnahzed m 2001
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Randall Mays | Chief Financial Officer

Why did you decide to get into the live entertainment business?

We have been in the live entertainment business for many years producing and promoting events through
our radio station operations. The acquisition of SFX Entertainment allows us to take further advantage of
the natural synergy between radio and live music events. We believe the SFX acquisition brings valuable
entertainment assets to our Cempany that when combined with our other media assets creates a powerful
platform of products to help our clients more effectively and efficiently reach their customers. Additionally,
it creates an exceptional combination of assets with which we can exploit other opportunities such as our
Internet initiatives and digital music strategies.

You have made a considerable number of acquisitions over the past few years. Are there
still opportunities for future acquisitions?

While we have been very acquisitive in the past, we are, and will remain, an operating company. We have had
success with acquisitions primarily because of our ability to integrate them into our existing businesses. By
taking the best operating practices from each of our acquisitions and melding them into the Clear Channel
family we have been able to create a business environment in which the best idea wins and superior financial
returns are realized. The primary source of earnings growth in gur Company is not from acquisitions, but
from internal operations, which we believe will produce approximately $2 billion in after tax cash flow over
the next twelve months. We consider three opportunities for the use of the substantial free cash flow our
Company generates - acquisitions, reduction of debt and/or repurchase of Clear Channel stock. In deciding
how to utilize cur free cash flow we evaluate each of these alternatives to deterrmine which provides the best
return for our shareholders. As in the past, we will continue to be opportunistic about reinvesting our cash
flow, and we believe there will be acquisition opportunities both domestically and abroad. Be assured that
we will continue to maintain our strict financial disciplines with regard to acquisitions and our use of free
cash flow to augment shareholder value.

What will be the growth drivers for Clear Channel going forward?

We are fortunate that each of our primary lines of business ~ radio, outdoor and live entertainment - are
great growth businesses. We expect for these businesses to continue to grow in both good and bad economic
times. We have consistently outperformed each of the industries in which we operate. As we enter a new
stage in the development of our Company, we believe that the unique platform we have created by bringing
together these high-growth, very complementary businesses will allow us to provide new and innovative ways
for aur clients to market their products and services. This ability to provide better services for our advertisers
and ultimately sell more of their products will drive the growth for our Company going forward. Ultimately,
the task of executing this plan depends upon the performance of our entrepreneurial managers and their
employees. They continue to find new and creative ways of doing business that allow us to once again state
that we unquestionably have the most talented employees of any company in our industry.



o or $125,000.

L Acqurred telewsmn statlons in Albany, New ‘{ork and i.rttfe Rock Arkansas.

-"Lowry Mays and Red McCombs form San Antomo Broadcastmg Company to acqurre KEEZ‘ ™ {n

) Acqusred WOAFAM. Thrs was the Company's ftrst clear channel" rad'io station which means it was designated with its own
“frequency nationwide. e :

Company name is changed to Cleaf Channel Connrnnnicat_ion_s. inc'.' .

markets

Acquired WHAS-AM & WAMZFM in Louisvill; Kentucky, the Company's largest acquisition to date

- Entered the television business with tﬁé ac'c';uisition of WPMJ—TV,‘ Channet 15 in Mabize“ Alabama 7 Pensacol

' Acqunred additional television statnons in Tucso Artzcna .lacksonwlie Flonda and Tuis Oklahtim

_Created a Sports division, Clear Channet Sports whlch owns the radlo nghts o broadcast certain: ,AA sport
A fifth television station was added wuth the acquisrtion of KSAS-TV in chhita, Kansa's '

‘ Acqutred the 78&station affiliate Kentucky Network a news, sports and mforrrsatlon rletwor senn g "d"o st :
Kentucky R

Federal Communications Commission passes duoboty rules alowing for ownership of two FM_and 1wo M r'a'gto stati
Acquired WPTY-TV, a FOX Television afﬁhate m Memphls Terlnessee

' Acqwred radio stations in New Haven, Connecttcut Wichita, Kansas Richmond, Vtrgunia and Tampa. Flonda,

' Acquired radio stations in San Antonio, Texas: Austin, Texas; Richrncmd, V’trginia; and Oklahhma.c_ny, Ok!ahoma

-~ Acquired television stations in Memphis, Tennesseé" Minneapolis, Minﬂesbta; and Tuisa {')'klah'om'a.‘

_ Obtained listing of Clear Channel Commumcatlons Inc. Comman Stock on the New York Stock Exchange. traded inder thé

. ,Acqmred radio stations in Houston Texas; Cieveland Ohio; Oklahoma Crty, Okiahoma Mlaim, Flanda,“* 1d'Ta

o Bmadcastmg assets totated 43 radio statlons and 16 telewsuon stahnns in 32 markets

The Waﬂ Street Joun'aair narned Clear Channe[ Communlcations the e:ghth best perfcrmmg st‘ ck ov ﬂm b




1995 |

1996 |

1997 |

1998 |

1999 |

2000 |

10 CLEARCHANNEL | TIME LINE

Acquired radio stations in Houston, Texas and television stations in Harrisburg, Pennsylvania and Jacksonville, Florida.

Acquired an equity interest in Heftel Broadcasting Corporation {now Hispanic Broadcasting Corporation}, the ieading Spanish-anguage
broadcaster in the United States.

Acquired a 50% interest in Australian Radio Network Pty Ltd., the second largest radio group in Australia.

Telecommunications Act of 1996 passed by Congress.
Acquired 49 radio stations in 20 markets.

Acquired a 33.3% interest in the largest radio group in New Zealand.

Added to the widely foliowed S&F 500 Index in recognition of the Company's industry leadership.

Emerged as a leader in the outdoor advertising industry with acquisition of Eller Media Company and announcement of acquusntaons
of Universal Qutdoor and More Group Ple.

Continued expansion of radio division adding 70 stations, bringing the total number of stations owned or programmed to 173; most
notable was the acquisition of 43 stations from Paxson Cornmunications Corporation.

Announced acquisition of Jacor Communications substantially enhancing the Company's radio presence.

Continued expansion of radio division by adding 38 stations, bringing the total number of stations owned or programmed to 204.
Completed acquisition of the More Group Plc, an outdoor advertising company with a presence in 25 countries around thé world.
Completed acquisition of Universal Qutdoor and its integration into the Company’s outdoor advertising division.

Acquired a 40% interest in Grupe Acir, the fargest operator of radio stations in Mexico.

The Wall Street Journal ranked Clear Channel as the fifth best-performing stock of the nineties.
Compieted the Jacor acquisition bringing the total number of radio stations owned or programmed to 625,
Announced acquisition of AMFM, Inc. creating a national radio platform.

Acquired Dauphin, a European outdoor advertising company.

Completed acquisition of AMFM, Inc.

Acquired SFX Entertainment, Inc., one of the world's largest diversified promoters, producers and presenters of live entertainment
events.

Acquired outdoor assets of Donrey Media, Taxi Tops and Ackerley Media increasing the outdoor division’s presence in the_United States, -

Continued expansion in radio and outdoor, bringing the total number of worldwide radio stations ewned or programmed to 1,376 and
total outdoor advertising displays to approximately 700,000,
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reaching over

110 Million

U.S. radio listeners
every week

RADIQ HIGHLIGHTS:

1,140 radio stations in nearly 300 United States markets
Radio stations in 47 of the top 50 markets
180 million listeners weekly through Premiere Radio Networks

236 radio stations outside the United States
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gf"lq,_
Radio, 850 KOA-AM | Scort Hastings

al i LI
Radio, KRFX-FM, 103.5 The Fox | Robbie Knight

A

Radio, KBPI-FM 106.7 | Susie Wargin



4‘"’*4'51
-k - .
-Radio, WFKS-FM, KISS-FM 97.9 | Brent -

-F' R

. Premiere Radio Networks
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Premiere Radio Networks | Rush Limbaugh

same time providing exceptional value to advernsers The Company’s programmmg dream _
the sound of big-market programmmg to small market stataons .and uses the most up-to-

. AMFM brought strong stations and a large market presence to the company /In"addit
. joined the Clear Channel family with the AMFM acquisition, The opportunities for:
“-. the other Clear Channel divisions are explosive ... and in the very early stages..




Radio, WDIA-AM 1070 IBev Johnson

The acquisition of AMFM created the 'ﬁrs.t' 'haﬁ.onai fbotﬁfiﬁf for radio; Clear Channel. is t e -only radi
company able to deliver targeted, geographically specific audiences to adverusers But su:e is far less relevant
than the capacity to manage it. Clea.r Channel has that know-how. :

In Chio, for example, Clear Channel operates 80 radio stations in every major c1ty and thmughout dozen
of small markets ... small markets that collectively represent more than one rmillion people «Clear: Chann
account executives are offering to “Super Size” major market buys to include smalier, snster markets. th
an advemser m:ght not othermse target but are within his or her reglonaj trade ama For the firs t

tradmonaliy less demand. This is yield management at its best.- It ] also a win-win sxtuauon
provides an easy, reglonallzed buy to the advertlser, who then, can reach a broader marke

Channel markets in New York, Fioﬁda_and across the country ‘ '

Across the board, Clear Channel radio division’s dominance of the 1 rarket:
winning ideas that paint a clear plcture of success for our cllents.
- what we call “critical mass.” *

Radio, KFMD-FM, 95.7 KISS-FM |Jo-Jo 0
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All in the family: Clear Channel radio to the rescue

Clear Channel radio stations are powerful weapons, especially when they unite to target a common goal. In
Salt Lake City, for example, KNRS-AM was a fledgling news/talk station: with declining ratings and market
share. In a bold move, Clear Channel switched KNRS' format to Family Values Talk Radio, added Clear
Channel marquee names such as Rush Limbaugh and Dr. Laura, and promoted the new KNRS widely on
all six sister stations in the market. The results are nothing short of phenomenal. In the fall 2000 Arbitron
sweep, KNRS’ ratings were its highest in well over a year. Programming aimed at the local audience, strong
headliners and sister station promotion is sending KNRS to the top in Salt Lake.

That’s not all, either. Clear Channel is busy exploiting synergies both within and beyond the radio division.
The San Antonio radio market, for example, where Clear Channel operates seven stations, teamed up with
the entertainment division to lend on-air promotion to an SFX-sponsored “Monster Truck” event. The
added airtime gave the event just enough publicity to push it over the top. SFX targets markets with high
Clear Channel radio ratings, and this in turn assures broad cross-promotion, higher rates of sellout - and,
of course, higher revenue.

Fast food for radio: Changing small-town markets forever

With its broad geographic distribution and large market presence, Clear Channel radio attracts and airs some
of the best, most talked-about talent in the industry. Clear Channel has taken its large-market, high-quality
and high-ticket talent to the medium and small markets, changing smail-town radio forever and giving
listeners something they didn't always have: a choice. Using large-market production facilities and talent
pools, Clear Channel creates high-quality programs that can be personalized for and adapted to the local
market. Take Clear Channel’s hugely successful contemporary hit radio “KISS” format that’s rolling out
across the country. The 32-station KISS network targets the 18-34 female demographic in markets ranging
from Los Angeles to Chicago to Des Moines to Cincinnati. The wildly popular Jim Valentine and Rick Dees
programs are produced on the West Coast and localized across many of the KISS stations using the power
of digital repackaging. Everyone wins, thanks to lower production and promotion costs, higher ratings,
higher revenues and better quality radio. It’s just another example of how the Clear Channel radio division is
reaching out to deliver new heights in performance, satisfaction and client success,

Live and local: Outreach to the community

Clear Channel is constantly balancing the advantage of using syndicated talent while also maintaining
strong, local appeal that strikes a resonant chord with listeners wherever they live. In this capacity, Clear
Channel’s radio stations excel at being the best citizens in their respective communities. Here are just a
few examples:

» TEach holiday season for the last eight years, Birmingham, Alabama, WMJ] Magic 96.5 has sponsored a
community-based promotion dubbed the “Christmas Wish” for needy families. During December 2000,
Magic raised a whopping $40,000 in donations, and worked hard to fulfill as many Christmas Wishes for
the community as possible.

* InTampa, Florida, WXTB organized an auction that raised $101,000 for the local children’s home.

+ In Memphis, Tennessee, WEGR management donated nearly half-a-million dollars in airtime to
community causes, airing 1,080 public service announcements during the year. And that’s just
one station. Clear Channel radio facilities provide time, talent, promotional materials, prizes and
innumerable services to their communities.



. Premiere Radio Networks ] Leezanbbons -

: :Pretmere Radm Networks is the No -1 radio network
" featuring ta!ent that stlmulates talk and tune-m they're provocative:

‘and the addmon of AMFM j
Premiere); the network rach )

.. Live” on MTV is being brought 10 contemporary hit radio station affiliates
~ time a second show will be targeted to altematlve‘musm stations on weeke
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Premiere Radio Networks | Rick Dees

Premiere Radio Networks | Casey Kasern

Premiere websites include: Dr. Laura Schlessmger {www.DrLaura. com), J;m Rome (wmv]un
and Coast to Coast (www.ArtBell, com) an overmght show that focuses on all thmgs unexpi : "

ra.lsed money on-air for groups such as “My Friend’s Place” Resource Center, which assists hoxiie e

in the community. The outpouring of help for charitable causes doesn't stop there. - Oumlde of the :
personalities such as Casey Kasem work with ann dlscnmmatmn groups. whlle ta].k-show talent"Micha
Reagan supports the Starhght Foundation. '




In 1888, Emmanue! Katz opened the E. Katz Spec1al Advertlsmg Agency in New York and the first media rep
. firm was born Today the Katz Medla Group is the largest medla representanon ﬁrm m the Umted Stat

agency community and client stations’ by acting as a catalyst to develop new busmess oppo tu
actively pursuing new ventures that will keep the group in'the forefront of an evolwng ‘medi
_ the creation of local television e-malls and new advances in EDI technologles, Katz will

tomorrow’s challenges. And, hy bemg a part of CIear Channel Katz is pmsed to enjoy new possibili

The new Clear Channel Radlo Sales is Katz nat:onal saies orgamzatlon dedlcated to the mc
Channel radio stations nationwide. _ Clear Channe! Radio Sales’ national footprmt prov: :
the reach of 110 million radio listeners nationally with local targeting opportunities. Now,
advertisers an unprecedented array of 1n and out-of home advertlsmg and promotlonal
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Internation:al Radio, London | jazz FM

Clear Channel is reachmg the global commun ty ‘through its international
the Company increased its global presence and currently has involverment in'236 statioi
States through joint ventures, equity participation.and direct ownershi _
: Acir (Mexico), Australian Radio Network, New" Zealand Radio’ Network Jazz -PM-(‘ '

' Bonton {Czech Repubhc) and Radlo l momay') :

-Clear Channel’s largest mvestment is in Austraha ’Fhe ‘nine-station cluster
including Sydney, Melbourne, Brisbane and. Adelmde, coupled w:th a j()h'lt venture.in-Canberr
' Channel significant share of the growmg Austrahan media markeL :

By station count, Clear Channels 1eadmg mternanonal presence is in Mexxco Grupo Acir’s 118 stati
spread across Mexico with a SLgmﬁcant seven- statlon presence 1n Mexmo Clty th leadl
in Mexico. :

Clear Channel’s radio dmsxon is pmsed to remain at the forefront of its mdustry _ re.. W
national radio footprint-and stations in almost every major market, Clear. Channei radlo can ‘now: deliv
targeted messages for advertisers to reach specific audiences on alocal, regional and natio:

the national footprint in the United States coupled with our strong market and regional
:  theworld wﬂJ enable Clear Channel to capture more advertlsmg doﬂars m the years to.come

77 and services, drmng growth and prof' tabﬂlty for years m come
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reaching
44 Countries

with Clear Channel
outdoor

ELLER HIGHLIGHTS:

153,500 outdoor advertising displays in North and South America operating under
‘Eller Media Company

Displays in 48 United States markets, including 9 of the top 10

Ability to reach over half of the entire United States population and over 75% of the
entire United States Hispanic population.

CLEAR CHANNEL INTERNATIONAL HIGHLIGHTS:
520,000 outdoor advertising displays in 43 countries outside the United States

‘No. I or No. 2 in most major markets in Europe

ADSHEL HIGHLIGHTS:

Over 6,000 partnerships with municipalities and transit authorities around the world




oW ewmw

BRAINPOWER, LS
]

The Infiniti 130

/ N
Eller Media Comnpany | Wallscape:

Your Boss. Tour Job. Your World.

Eller Media Company | Poster display

Eller Taxi Media | Vehicle dispiay
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Spectacolor | Times Square displays
o : “‘—h_m.:.‘_

H.‘ Liirty
ol the
oo,

it

Celebrating 100 vears as the
leader of outdoor advertising.
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Transportation Media, Inc. | Airport display

{(panels}, Premiere Panels®, Premxere Squares@ street furmture dlspiays, taxi dlspla, _
and transit displays. : . . :

Focusing on the country’s top metro markets, Eller displays can be found i
10 and 20 of the top 25. s

software. The operations department prides itself on providing clients a hlgh quahty prod
~ and maintain. Clients receive superb product placement from Eller’s leading real estate depanment th
" continually develops the most desirable properties. In addition, Eller has always sought t
the communities they serve. The public affairs department works to meet the needs of hundreds of

- orgamzatlons across Amenca 'I‘ogether, EHer continues to buﬂd on a century of se ic
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Eller operates several outdoor advernsmg compames r_hroughout North and South Amenca_ These .
companies operate under the following brands : S SPVELE :

Spectacolor - Times Square is the most recogmzed center of the “bﬂiboard world Eller hasa mgmﬁcam
presence in Times Square through its ownership of Spectacolor, One carmot watch a mommg news show on
network television without seemg several Eller displays prommently positioned throughout Times Square :

markets of Peru and Chlle, respecnvei

Eller Media Company | Premiére Squares® display
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Eller Media Company | Premiere Squares® display

. mediaand entertainment assets.” :
'« Finally, the year concluded with further developmem of Ellers South Amen
pu:chase of Chﬂes leadmg outdoor advert:smg company, Procom



marketing, Eller has continued to utilize new technologies to help adverusers target ‘their d
evaluate creative executions, expedite proof of performance reporting and unpiemen
These technological advances will conmbute to Ellers continued growth

Adshel Mall Communications Network | Mall displays
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~ Eller is a responsible member of the' communities it serves and ‘takes.a proacti
" communities better places to live. Each year, Eller ‘donates ml.lhons of dollars wor
advertising space to nonproﬁt orgamzauons across the country Tlme and agamE]ie i
- isagood corporate citizen. - R

On a national level in 2000 Eller led the mdustry by ass:sung OAAA {Outdoor Advertising -Assaciatio
“of America) with the creative execution and space donation for: the' Nanonai nghwa
Administration'’s “DRIVE NICE” campaign, “DRIVE NICE” addressed aggressive drivers with
approach: “Careful. Your face could get stuck like that,” or “You'd kiss your kids with that mouth?” Th Artwe

- ...~ which features irate drivers seeming to project from their cars, uuhzes outdoor advertising to remind e0p!
s of their drmng behavlor whlle they are actuaHy dnvmg

Eller also donated space for many loca]ly oriented pubiic's'ervic'e"(iampai'gné. An examp eis’
market’s support of the Hispanic Scholarship Fund, an organization that aims to develop then
of Hispanic business leaders in America by awarding scholarships to deserving students,




France Rail Publicité, France | Rail display -

Clear Channel International

Clear Channel entered the international outdoor arena in June 1998 with the acquisition of More Group in
the United Kingdom and has continued to expand internationally in the past two years. Currently, Clear
Channel has outdoor operations in 43 countries outside the United States.

The European outdoor platform is now fully established following two years of significant organic growth as
well as acquisitions. Clear Channel is either No, 1 or No. 2 in most major markets in Europe. Expansion
continues into the Asia Pacific region. The outdoor industry in this region remains quite fragmented and
relatively immature presenting opportunities for organic development and acquisitions.

Passport to success: Reaching out to the global market

Clear Channel has achieved a position of leadership in European outdoor advertising that provides the
foundation to increase the Company’s reach by building new panels and upgrading sites with improved
technology, ultimately growing operating cash flow. The outdoor industry in the Asia Pacific region is young
and unfocused, yielding a great potential for increasing reach for advertisers in the region. In all countries,
Clear Channel continues to work with advertisers to ensure their message gets through the clutter to reach
their target audience.

The outdoor division is also making early strides to increase reach by
cross-selling campaigns using all Clear Channel media properties {(outdoor
advertising, radio and entertainment). Examples include: a pan-Nordic outdoor
and radio sales deal with a multinational consumer goods company wanting to
centralize media buying and Jazz FM's successful use of Clear Channe} outdoor
media to increase audience and market share in London. In addition, Clear
Channel continues to develop outdoor signage for SFX venues.

White H@:sefAdé_hel. China} Sﬁel;er'_di"'s’pldy
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Adshel, Australia | Shelter display

Around the world: Clear Channel makes its mark
Clear Channel continued to strengthen its presence, which in turn brought higher visibility and greater
opportunities for clients to reach their customers. Some of the highlights include:

Australia/New Zealand - Clear Channel! consolidated its position with shopping center contracts in Australia
and eight exclusive street furniture contracts in New Zealand, more than tripling the company'’s number
of panels in the country. Clear Channel delivered a “rapid post” campaign for Nike, installing posters
congratulating Sydney Olympic Gold Medalists on bus shelter panels within minutes of the athletes’
victories,

China - The outdoor division continued its expansion in the fast growing Chinese market building 2,000
street furniture panels in Beijing, Shanghai, Chengdu and Xian. Clear Channel now has 12,000 street furniture
panels in 26 Chinese cities. Clear Channel introduced networks to the Chinese market allowing advertisers
to reach millions of consumers in multiple cities with the same campaign. '

Finland - Clear Channel acquired Posternet, extending the Company's presence from airport and highways
into city centers with tram, subway and roadside advertising panels.

France - The acquisition of 80% of France Rail Publicité, the French national rail and bus advertising company
strengthened Clear Channel’s position in France. The outdoor division also obtained a majority stake in
Defi, the leading European neon advertising company with displays in 18 countries. Adshel won the street
furniture contract for Nantes, France's sixth largest city, and will build more than 2,000 panels.

Greece - The outdoor division formed a joint venture with Greek partner, Haidemenos, and won the
advertising contract for Athens Airport, which opens in 2001, ahead of the 2004 Olympic Games in Athens.

Italy — Jolly, Clear Channel’s Italian operating company, developed strong partnerships with two regional
market leaders — Alessi (Sicily & Calabria) and Pubbli A (Rome). This strengthened the Company’s position as
the No. 1 outdoor company in Italy, the only company able to offer a national campaign.

Poland - The acquisitions of Idea Piu and Outdoor City increased market leadership in billboards and enabled
entry into the street furniture market.



* of Bellinzona contmued 10 strengthen Plakandas posmon.

United Kingdom - Clear Channel added a new product w1th the acquisition_of Barn
which offers vinyl taxi wraps and innovative interior displays. The outdoor division introduced
Square” format, the UK’s first scrolhng bﬂlboards to the Brmsh market ‘and. won' The:Que

Enterprise.

Yannis. 3ans
disparu

| a Ganagobie
le 2/05/89

04.92.36.11.24

Dauphin, France | Community service poster displays Jolly Publicita, italy | Commdﬂi‘ty.s rvice poster
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More Group, United Kingdom | Taxi display

Similar to other Clear Channéi diﬁéibhé', the intei‘hatibﬁal outdoor opera’ﬁo’ns main. commit

cyclists to wear helmets. The campa:gn won the government~sponsored Seméif o er
responsibility.




Adshel is Clear Channel’s global street furniture brand with over
6,000 successful long-term partnerships with municipalities and -
transit authorities around the world. The Adshel product range is
designed by some of the world’s leading architects and industrial -
designers and is supported by the highest standards of service

and maintenance. The advertising on selected Adshel products’

provides advertisers with an exceptional quality, high impact -
. medium. Founded in the United Kingdom over 30 years ago, -
" Adshel is now an awa:d—mnmng provider of street furniture
solutions and is acnve in 43 countnes. '

Adshel offers cities and municipaiities an extensive range of world-
class street furniture at no cost to Hself or its citizens. Product
range includes bus shelters, i+ électronic information points,
SmariBike cycle schemes and automated public toilets.  These .
street furniture products give c1t1es and municipalities a way to prov:de pubhc mform ion
while gwmg advertlsers a way to reach consumers wnh creatxve messages

- Adshel has won a large number of contracts over the iast Iyear, in many locatmns around the'world’ 'Semn
.+ the most significant mclude. :
Adelaide, Australia - =
Athens, Greece
Aucklanleellmgton, New Zealand
Dublin, ireland
Helsinki, Finland
Hong Kong

Milwaukee,
" Orleans, France
Smgapore

Sydney. Australia

= Verona, Itaiy
' 'Zunch Sw:tzer!and

Adshel offers
» Tailor-made design solutions

* Flexible product range

* Innovation

* Quality, service and maintenance

+ Dedicated research and development
¢ Partnership approach

Local vision and global support

- Adshel Centre | New Amsterdam newsstand . - -
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Adshel, Rennes | SmartBike

" .. media, outdoor advertlsmg contmues to strengthen its reputatlon as ein
' masses. Outdoor advertlsmg gives the advertlser opportunities to reach

in an effectxve and efﬂcnent manner..

* Adshel Centre | LED display




